The Scholarly Publishing Scene -Heads of Houses Column Editor: Myer Kutz (President, Myer Kutz Associates, Inc.) <myerkutz@aol.com> I thought I'd surf the Web to take a look at who's running scholarly publishing houses these days. First up in any such list has to be Elsevier, the elephant in any room, no matter how big the room is. Ron Mobed has been Elsevier's CEO since August 2012. His resume includes stints at Cengage (president), Information Handling Services (co-president and co-COO) and, before he switched careers, Schlumberger. He holds an engineering bachelor's degree from Cambridge and a master's degree in petroleum engineering from Imperial College. He was brought into Elsevier in 2011 to head up the company's science and technology businesses.
Another Wiley's President and CEO is Mark Allin, who stepped in on June 1 of this year when Stephen M. Smith retired, after six years at the helm, due to previously-disclosed medical reasons. Allin joined Wiley 12 years ago after the acquisition of his own company, Capstone Publishing, which he co-founded in 1996. Prior to co-founding Capstone, Allin worked at Blackwell (senior commissioning editor), Prentice-Hall (publisher), and Pearson Education (publishing director). He served as managing director of Wiley Asia, moved up to Executive Vice President, Professional Development in 2010 and then COO in 2015. He attended Anglia Ruskin University from 1980 to 1983, which makes him older than his photographs on the Wiley Website would indicate, at least to old-guy me. According to Wiley's press release, he refocused the company away from underperforming consumer publishing and toward professional "learning solutions."
This implies that there was a prior period when Wiley's strategy called for increased consumer publishing. But times -and marketplaces -change, some product lines surge while others wane due to external realities, and companies adjust their strategies accordingly. If an executive assesses the environment properly, makes appropriate adjustments, and puts in place a strategy that matches the direction the marketplace moves, he or she wins and moves up the greasy pole. If not, the hapless executive slides down.
In any case, I'm not using this space to provide an accounting of remarks academic publishing CEOs have made over the years. As long as they don't push their companies in directions opposite to those where their markets are headed, and as long as the external business environment remains positive, their companies -and they themselves -will prosper. For example, revenue streams of scholarly publishers who have substantial journal offerings have migrated from print to electronic in recent years, The market moved in that direction, and as long as an executive didn't row against the tide, everything went well. All that said, riding the waves isn't the easiest thing in the world to get right.
An Also, don't forget! There will be much new and different this year in terms of the Conference
